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ABSTRACT 
This dissertation was written as part of the MSc in “Strategic Product Design” at the 
International Hellenic University. 
 
This paper introduces the reader to the correlation of branding, brand ambassadors and 
marketing influencers. In addition, the impact of the above terms is being analyzed in 
terms of impact that is concluded upon the consumers. In addition, the paper includes a 
questionnaire that further tests with mathematical variables the correlations that exist 
between the definitions mentioned above. Influencers and ambassadors are third parties 
who significantly shape the customer’s purchasing decision, but may ever be 
accountable for it. The main conclusion of the analysis is the fact that brand 
ambassadors, influencers and this kind of marketing in general, can have and have 
already contributed to a specific increase in the consuming behavior of specific 
consumers. Although not all consumers are affected the same through these strategies.  
 
Koutsikas Alexios 
22/12/2018 
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1. INTRODUCTION 
 
A definition of the brand or trademark is stated by Doyle, 1994: "A name, symbol, 
design, or combination that identifies the product of an organization that has a 
substantial, diversified advantage." The American marketing company defines the brand 
as the name, the interpretation, the symbol or the plan, or a combination thereof, to 
identify the products and services of an enterprise or group of undertakings and to 
differentiate them from another enterprise or group of undertakings. For many, brands 
are a trick, while for others, brand is knowledge for the customers. The purpose of 
which is essentially to build the image of the product. The perceived value of the 
product will increase the value of the brand to the customers, leading to consumer belief 
in trademarks. The name of a brand is defined as a part of the brand that can be 
translated orally and visually. It may contain letters, words and numbers such as the 
Microsoft name. Organizations develop brands as a way to attract and retain customers 
by promoting the value, image, prestige, or the lifestyle that they promote. By using a 
particular brand, a consumer can establish a positive image for a specific product or 
service. Trademarks can also reduce consumer risk when buying a product that they do 
not know much about. Putting a brand on the market is a technique to build a viable, 
differential advantage over existing ones and is based on the fact that only humans can 
associate a meaning and a feeling with inanimate objects and a random collection of 
symbols that constitute the logic of the trademark. Once consumers become acquainted 
with a particular brand, they do not readily accept substitutes. Organizations seek ways 
to gain the full benefit of this human trait and for this reason popularity and trademark 
protection are promoted, while this is the reason that brand ambassadors have come up.  
The perception and consequently the behavior of each consumer for a brand is shaped 
by personal and interpersonal criteria and incentives. The goal is in any case the 
satisfaction of both normal and psychological needs (Maslow, 1954), which have to do 
with how he feels himself towards himself and others. Therefore, when consumers are 
going to consume a product from a brand, they look for the satisfaction of their need for 
both prestige, power, wealth and acceptance by groups of aspirations, as well as the 
satisfaction of sentimental needs, the " linking them with the brand that helps them in 
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self-realization and deeper understanding of their "being". It is important to mention 
that luxurious brands are the most "pure examples of branding" and this is why they 
gather a multitude of intangible features (non-functional differentiation) that they owe 
their supremacy, uniqueness, and durability. If businesses that create and market brands 
make massive marketing (either in promotion or in pricing, product or sales), then the 
situation is actually complicated, since some of their particular characteristics tend to be 
lost or else "cloudy" when it comes to the message they want to convey to the public. 
This example is a very representative one, as it includes the sensitivity of the branding 
world in relation with the consumers. Many researches focus on how consumer 
motivation contributes to the development of an attitude and behavior. Also, many 
academics have dealt with brand strategies, especially since the 1990s, when there has 
been an increase in mass marketing.  
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2. LITERATURE REVIEW 
 
2.1. Brand Ambassadors 
 
2.1.1. Definition of Brand Ambassadors 
 
For some, consumers, film and TV stars, businessmen, pop stars, the illustrious family, 
gourmet experts and CEOs, fill in as mediators of taste, profound quality and what 
people think. This fact can directly affect consumers and their purchasing habits. 
Celebrities extend from A-listers to unscripted television stars who turn into a medium-
term accomplishment through showing up in different shows, for example, Big Boss, 
MasterChef or on MTV. Organizations can use and exploit the intensity of celebrities 
and utilize them to promote pretty much any product or service. As acclaimed 
celebrities are in a split second conspicuous and effectively draw in purchaser intrigue, 
they can pull in the attention of the consumers to a point that no other kind of 
advertisement can. As long as the celebrities don't have a terrible public opinion that 
characterizes them, these individuals can contribute validity to a brand and can impact 
the manner in which it is perceived by the consumers. Consumers trust that if a star is 
supporting the products and services of a company, then it is probably sufficient for 
them too. (Ataman, M.B., Van Heerde, H.J. and Mela, C.F. 2010) . 
 
2.1.2. Contribution to Brand Image 
 
According to LePla and Parker (1999) the creation of a strong brand is the target of all 
businesses, because advantages such as the deep loyalty of customers to the mark can be 
achieved. The signal and brands determined by the quality of the product and 
differentiates itself from its competitors, so a consumer who had bought a product and 
was satisfied, and wishes to consume again, will visit the market by separating it from 
the substitutes and searching for the brand. Maheswaran et al. (1992) and Kerin et al 
(1996) report that a common advantage of a strong brand in the selection stages is the 
concept of recognition or otherwise familiar as a selection of the product to the 
consumer, resulting in the most likely choice and purchase. Even customers, who are 
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familiar with the brand, can distinguish the product they want and make the purchase of 
the product they want repeatedly. (Badenhausen, K. 2012). 
Indeed, a strong brand can be achieved through various marketing activities, such as 
advertising and logos, and has the power to influence consumer choices and to 
inadvertently watch and buy it. This is explained by the intimacy that consumers enjoy 
the product, due to the frequency of appearance to the consumer. Another advantage for 
businesses is that the brand makes it easier to advertise the product, making it easier and 
cheaper to promote, which is important for marketing the product itself. In addition, 
consumer confidence in the product is growing. (Kaputa, C. 2012). 
When the consumer is between two products, the product he chooses is usually the most 
well-known brand (Mushukrishnan, 1995). In fact, when consumers do not know much 
about a product's category, the brand is what makes the product more accessible and 
diagnostic as a choice in the eyes of the consumer. All of this has the effect of meeting 
the business objective of increasing profits. 
 
2.1.3. Influence on Consumers’ Decisions 
 
Dealers who cultivate brand ambassadors - which mean that they train everyone on a lot 
to raise customers with customer service, not sales - to have a great advantage in the era 
of digital word-of-mouth marketing. The development of brand ambassador will 
ultimately create a network of brand names that lead to increased sales and stronger 
relationships with customers. Real brand ambassadors act as evangelists, 
enthusiastically spreading the brand's message and recommending it to others. 
According to well-known brand specialists such as Angel Alloza, brand ambassadors 
literally bring the brand experience to life by projecting the brand image through their 
behavior and attitudes, or by all they say, do and offer in every interaction with 
customers. (Aurand, T. W., Gorchels, L., Bishop, T. R. 2005).  
Professor Frank guest, head of Consumer Marketing, Retail and Branding research at 
Vlerick Business School, has conducted research on how employees become brand 
ambassadors .In addition, strong brands increase customer loyalty, offer protection 
against competition, lead to higher margins, make it easier to access distribution 
channels, offer a platform for brand extensions, etc. The brand ambassadorship refers to 
the degree of brand advocacy that employees show - simply put, how far they act as 
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people who know, love and spontaneously" sell" the brand. (Baldauf, A., Cravens, K.S., 
Binder, G. 2003). 
With celebrities who want or promote their products, brands can increase awareness, 
trust and familiarity, which are important variables in the purchasing decision-making 
process. Companies should train and explain the social engagement rules to their 
employees before they can be sent to the social networks. (Kaputa, C. 2012).  
 
 
2.1.4. Celebrity Endorsers 
 
One of the most direct ways to imprint an image of a product is advertising. Each ad is a 
message that is encoded and has the audience as a transmitter of the business and 
receiver. The advertising message can be executed in many different ways. It may have 
humor, emotionally charged pictures, attributes of the product, etc. Often a product is 
shown by a celebrity, who may be a well-known actress or singer or model or a public 
figure who is paid to advertise a product, for example Michael Gorbachev was paid to 
advertise a well-known pizza. An endorsement is a person, character or organization 
that speaks or appears in an advertisement to support the advertiser or his message. The 
term endorsement includes the attributes of the presenter or model. The validation 
process is the identification, selection and use of endorsements to communicate with a 
common goal. The concept of endorsement is based on the theory of opinion makers. 
(Ataman, M.B., Van Heerde, H.J. and Mela, C.F. 2010) . 
Eliashberg and Shugan (1997) describe opinion makers as persons considered by a 
group or by other people to have the experience and knowledge and to be considered 
sources of information and advice. Therefore, opinion makers are involved in the 
dissemination of information and influence others, and are therefore important to 
marketers who want to target them and induce positive word-mouth behaviors. The 
presentation of the message by a popular actor or athlete or by a sketch or cartoon can 
mean more to the viewer than the words of the message. (Gallo, A. 2014).  
According to Gupta (2007), there are six uses of the "valorization" validations of 
famous personalities: 
1. Add credibility. Approval of a brand by a star encourages a sense of confidence for 
that brand of target audience, and this is particularly true in the case of new products. 
An unconventional personality could also be used to build a brand. 
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2. Attract attention. Celebrities secure the target group's attention by separating the 
crowd from advertising and making the ad and brand more noticeable. Attention is 
drawn by the personality's attention to the withdrawal of advertising by the recipient, 
especially when the consumer needs the product. This recall can lead to testing, 
especially in low blending classes and with low unit costs. 
3. A joint benefit. The preference of a personality for a brand conveys a convincing 
message: as the personality benefits from the brand, so will the consumer also benefit. 
4. Psychological link. Famous celebrities are loved by their fans and advertisers exploit 
these feelings to attract these fans to their product. 
5. Demographic link. Different personalities affect different demographic segments 
(age, gender, category, geography, etc.). Personalities could also be used to enhance 
brand image in niche markets. 
6. Mass influence. Some stars have a universal influence and therefore prove to be a 
good investment to create interest in the masses. 
Byrne et al. (2003) conducted a study on the intention to buy and stop consumers when 
a famous professional (chef) is placed to promote products of a known company (food). 
This experiment was conducted through structured interviews with consumers of all 
ages located in a UK supermarket. Their research affirms whether the brand's profile 
affects the effectiveness of advertising and whether the extent of consumer exposure to 
SMEs affects the effectiveness of advertising. In their findings, consumers according to 
their age and exposure to the media were identified with the famous (young and 
housewives), recognizing the qualitative characteristics of the products displayed. 
However, there was no statistically significant difference in the market intention 
change, with the use of endorsement in ads. This way of identifying the product with a 
celebrated personality presents the disadvantage of unpredictable developments, for 
example, Keloks had a contract with swimmer Olympian Michael Fells, but he stopped 
it when he was photographed smoking marijuana. In this case, the theory of 
endorsement should be complemented by the concept of personal branding. (Aurand, T. 
W., Gorchels, L., Bishop, T. R. 2005). 
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2.1.5. Types of Brand Ambassadors 
 
Most of the time, the most common brand ambassadors encourage, provide customer 
service and serve as general cheerleaders for a brand . Through social media, brand 
ambassadors are not only able to help customers, but also to help them translate and 
promote their brand promise .Most of the time, brand ambassador has a solid online 
reputation and has a strong professional network in his industry. Brand loyalty is the 
trend of consumers who constantly buy products from one brand on another. Loyal 
customers have the potential to turn into open-eyed and corporate ambassadors. Below 
are the main types of brand ambassadors (Coomber, S. 2007): 
Leaders, who must ensure the business has the attention and resources it deserves to 
succeed. They also provide the high-level attitude of belief and commitment to success 
necessary to motivate their people to back the company’s brand promise. Leaders live 
as role models with integrity and influences, setting the example for all tο follow. 
(Badenhausen, K. 2012). 
Smaller leaders, who must ensure the business, have the attention and resources it 
deserves to succeed. They also provide the high-level attitude of belief and commitment 
to success necessary to motivate their people to back the company’s brand promise. 
Leaders live as rοlemοdels with integrity and influence, setting the example for all to 
follow (Kaputa, C. 2012). 
Employees, who are key ambassadors for the company’s brand promise, members of 
sales, marketing, engineering and product development are key representatives of the 
company - as are receptionists, administrative assistants and the maintenance staff. 
Team members can utilize their network of friends and colleagues to grow the 
company’s circle of influence (Baldauf, A., Cravens, K.S., Binder, G. 2003). 
 
 
2.1.6. Criteria for Choosing Brand Ambassadors 
 
2.2. Marketing Influencers 
 
Influencer marketing is the basis of word-of-mouth recommendations that use the power 
of social media influencers such as bloggers, instagram's stars and snapchats to reach 
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the target market of the brand through the great followers of the influencer ( Waller, 
2016 ). 
As more and more companies have identified the broad impact and the high growth of 
marketing with the influence of digital media, brands are looking for popular social 
networking and platform such as Facebook, program and 2016 to gain competitive 
market advantage by reaching millions of consumers ( Asano, 2016 ).  One-off 
marketing with social media influence is the use of the influential fan base for the 
brands of the latest products or services (Kaputa, C. 2012). 
Influencer Marketing uses well-respected public numbers (not necessarily limited to 
celebrity endorsements) to attract your brand and influence consumer behavior in your 
target market. Influencers work across multiple channels through a variety of social 
media, blogs, or digital marketing platforms and take advantage of the status, expertise 
or relationships with their audiences to share their personal recommendations in order to 
change consumer behavior (Wendell, M. 2011). 
Content marketing generated by working with influencers can be used as a way to gain 
a sense of consumer confidence .Influencer marketing is the practice of working with 
powerful social media users to develop their purchasing decisions and behaviors. 
Influencer marketing is a way to distribute content to a target group of consumers 
through social media influencers (Coomber, S. 2007).  
Influencers are based on business criteria and emotional components. When identifying 
influencers, marketers must pay attention to the level of influence on which the 
influence is located. The influencers located at the top levels are the ideal fit for 
influential relationships and the transfer of their image to the brand, while the influential 
influencing factors can ideally be used for their extensive reach to generate brand 
awareness. Bloggers and vloggers have the power over digital influence, and are the 
perfect complement to your content, social networking and influential marketing 
strategies (Cable, D.M., Gino, F., Staats, B.R. 2013). 
Photographers are increasingly being a new race of influential people, as the value of 
content over quantity is demanded by both brands and markets and consumers and 
social media users. Influencer marketing offers an infinite number of opportunities for 
brands to get in touch with their consumers in an authentic and engaging way. After the 
DNA analysis is complete, we use the data to select the most important influence on 
social media. 
   
13 
 
It becomes more and more important than ever to build relationships with influential 
people who interact with the brands and create campaigns that are in line with the value 
of an influential person. Fashion and beauty are industries that rely heavily on 
marketing because the organic growth of brands has become more difficult with no 
promotion. Part of influencer marketing research means finding out which social media 
networks are best suited to promote brands and where target groupsare located. In fact, 
more than 81 percent of consumer research products or online services before making a 
purchase decision, and more than 83 percent of consumers are influenced by the 
opinions posted by other consumer users and the influence of the influence on the 
community (Aurand, T. W., Gorchels, L., Bishop, T. R. 2005).  
Social Marketing works with influential people to create and distribute content that is 
resonating the goals and influencing their purchasing decisions. Typically, brands scale 
up the bid according to the size of the influence account and how much commitment 
their content creates with their followers. Not only are Instagram influencers who share 
customer's brand with their followers and generate brand awareness, but also create 
unique, high-quality images that need to be re-applied and used in the marketing 
strategy of the brand. Brands also use actors and actresses in their marketing strategies 
to match their branding with a family name and draw the attention of the media. In 
contrast to the most common ambassadors such as actors, musicians and sportsmen, 
social influence is consumers who have strong social media sites such as Instagram and 
YouTube. Since young consumers are paying close attention to the authenticity and 
usefulness of brands, it should be expected that social influence will remain an 
important part of the marketing strategy (Badenhausen, K. 2012).  
Influential people maintain a strong relationship with their audience, who has some 
confidence in the opinions of influence. Targeting influential people is seen as a way to 
increase the reach of marketing messages, in order to counteract the growing trend of 
potential customers to ignore marketing. At present, most of the material on the 
influence is focused on consumer markets, rather than on business-to-business 
influencers (Ataman, M.B., Van Heerde, H.J. and Mela, C.F. 2010) . 
In accordance with the specific level, perhaps the most valuable aspect of influencing 
marketing is the type of relationship that influencers have with their followers. 
Relatively, the influencers give brands more flexibility to experiment with a package of 
multiple influencers, diversify their campaign and minimize risk.  
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Influencer marketing is usually divided into two sub-practices: earned influence 
marketing and paid influence marketing. Earned marketing comes from unpaid or pre-
existing relationships with influential or third party content promoted by the influencer 
to further develop their personal social growth. Social reach: the influence is capable of 
reaching millions of consumers through their social networks and blogs (Cable, D.M., 
Gino, F., Staats, B.R. 2013).  
 
 
2.2.1. Definition of Influencer Marketing 
 
Influencer marketing is the most important new approach to marketing in a decade for 
those professionals at the leading edge of purchasing decision-making. The word 
“Influence” can be broadly defined as the power tο affect a person, thing or course of 
events (Brown& Hayes, 2008). Brown and Hayes define an Influencer as “A third party 
who significantly shapes the customer’s purchasing decision, but may ever be 
accountable for it.” (Brοwn& Hayes, 2008, p. 50). Influencers are individuals who have 
the power to affect purchase decisions of others because of their authority, knowledge, 
position, or relationship” (businessdictiοnary.cοm-Influencers). Social influencers are 
everyday people who influence consumers as making a purchasing decision. Anyone 
can be a social influencer, influencing someone else’s brand affinity and purchasing 
decision (Coomber, S. 2007).  
Influencer marketing can take its form in blοgpοsts, videos or pictures on the 
influencer’s social media channels, which means content cοοperatiοn, and it can be 
content for the company’s marketing campaign with influencer’s name or picture, 
which means providing content. It can also be operating as a brand ambassador, 
competitions for the end-users, cοοperatiοn in different social media channels, for 
example on the company’s Instagram, Snapchat οr Twitter, or involving consumers in 
product development and testing. Influencer marketing can also be events, trips and 
workshops, widgets and display advertising(Wendell, M. 2011). 
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2.2.2. Contribution to Companies 
 
Brand names are a source of diversification. Consumers buy brands and are willing to 
pay more for their choices. For example, consumers do not just buy a pair of jeans, they 
buy Levi’s. They do not just buy sunglasses, they buy Ray Ban. They do not just buy 
something to cool themselves, they buy Perrier. The brand affects the choice of  
consumers. During a blind test of cereal products, Kellogg increased its share from 47% 
to 59% when it was revealed that it was the product liked most by the consumers. In a 
study conducted by BBDO, one of the largest advertising agencies, consumers felt that 
there were greater differences between brands in the product categories they opted, 
compared with the product categories where physical properties were more important. 
Consequently, consumers feel that there is more variation among the various mineral 
water brands and less variation among the various health paper brands. In fact, of 
course, this is not true. (Baldauf, A., Cravens, K.S., Binder, G. 2003). 
Brand names can also provide a source of differentiation for other reasons many 
reasons. The pace of today's technology change has made it difficult to differentiate on 
the basis of only the properties of a product. For example, several brands of televisions, 
video, personal computers, or gasoline, although highly technologically sophisticated 
products, the similarity between their brands is just as strong as any other product. They 
are all consumer products. The conclusion is that product differentiation only from its 
physical properties is impossible to maintain the product on the market. Copying the 
features of a product by competitors is not difficult. It is difficult today to create a 
strong and distinct picture for consumers (Badenhausen, K. 2012). 
 
 
2.2.3. Criteria for Choosing Marketing Influencers 
 
The main criteria defined in the literature are the following. (Baldauf, A., Cravens, K.S., 
Binder, G. 2003): 
 Value 
 Reach and the size of the audience 
 Audience demographics 
 Connection to other influencers 
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 Speed of communication 
 Use of technology 
 Personality 
In case there’s no inherent value for the influencer, then they will see no point in 
working together with a company and in such a way, a blog trip or campaign needs to 
be a win-win situation for everyone involved in order to be successful (Ataman, M.B., 
Van Heerde, H.J. and Mela, C.F. 2010) .  
 
 
2.2.4. Four M’s of marketing 
 
Today, product is still the starting point for most marketing programs but the other three 
Ps are not particular helpful. Price would seem to be part of product. Place and 
Prοmοtiοn are fuzzy concepts. Instead of the 4Ps, a marketing mix for the 21st century 
might include the 4Ms: merchandise, market, media and message (Xiong, L., King, C., 
Piehler, R. 2013). 
 
Merchandise 
Instead of products, perhaps a better term to describe the identity to be marketed is 
merchandise, which could include almost anything. So the first step in any marketing 
program is to identify the merchandise in great detail. Its name, its price, its 
competition, its size, its weight, its position in consumers’' minds. Merchandise is a 
mixture of many products and services. Take the four leading automobile brands: Fοrd, 
Chevrοlet, Tοyοta and Hοnda. They all make virtually all types οf vehicles (Cheung, C., 
Kong, H., Song, H. 2014). 
 
Market 
One of the major reasons to use a marketing-mix approach is the order of the steps. As 
most marketing people would agree, Step 1 is a thorough study of the product, service, 
person or conceptual idea to be marketed. Step 2 is to identify the market to be 
conquered. Yet tοο many marketing people skip this and quickly move to Step 4: 
Message (Wendell, M. 2011). 
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Media 
TV is best for mass-market brands, especially brands that can use product 
demonstration to differentiate their brands from competition. Print is best for luxury 
brands like watches and jewelry. Radio is best for brands with a strong verbal message, 
especially if that message can be expressed in rhyme or alliteration. The Internet is best 
for brands that have news value. For example, brands that pioneer new categories. 
Furthermore, brands launched on the Internet do best with video campaigns, not just 
type messages (Coomber, S. 2007). 
 
Message 
The marketing mix ends with the selection of the message. Hopefully, a singular idea 
expressed in one medium with one target market (Gallo, A. 2014). 
 
2.2.5. Ethical and Unethical Influencer Marketing 
 
Unlike publishers who have to maintain journalistic integrity and care for more media 
control, social media influencers seem to have found more freedom when it comes to 
testing the limits of ethical advertising. Many influential marketers want to follow the 
best practices and enjoy the potential long-term results of deceiving audiences and 
damaging the reputation of their influence. Influencer marketing is only possible if 
social influencers reveal, courageously and proudly, what they do is a paid ad (Cable, 
D.M., Gino, F., Staats, B.R. 2013). 
Unlike publishers who have to maintain journalistic integrity and care for more media 
control, social media influencers seem to have found more freedom when it comes to 
testing the limits of ethical advertising. Influencer marketing is only possible if social 
influencers reveal, courageously and proudly, what they do is a paid ad. Paid influencer 
marketing is being distributed to the event sector, this is sure to be an ethical practice. 
Popular influencers are generally active content producers with meaningful network of 
readers, fans and supporters on their blog, Facebook, Twitter, Instagram and other 
social networking sites(Coomber, S. 2007). 
Brands should not intentionally use influence campaigns that do not allow disclosure, 
such as paying influencers to publicly" like" a post. In order to remain in the good will 
of customers, social media platforms and even the FTC, keeps in mind all the influence 
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guidelines for maintaining transparency and authenticity (Xiong, L., King, C., Piehler, 
R. 2013). 
Influencer marketing is when the influencers mentioned above are paid in cash or in a 
way to influence a targeted audience on a subject. Many people are in conflict with 
influential marketing with bloggers, Instagram personality or social media users with 
significant followers. As younger generations are particularly influenced by social 
media personalities, the ethical and legal implications of influence marketing are now 
under the microscope. Dark product approvals undermine the integrity of brands, 
influential brands and the entire industry. Of course, it is possible for brands and 
influencers to integrate sponsored content into their messages without mentioning the 
relationship, but it is building on a shaky foundation (Aurand, T. W., Gorchels, L., 
Bishop, T. R. 2005). 
Today, the excessive concept of copyright is an important element of ethical behavior 
for digital marketers .Ultimately, while traditionally marketing and advertising were 
governed by rules such as fair and real advertising materials that need to understand that 
children do not understand the excessive claims, the ethical digital marketing requires a 
new definition. Ethical behavior can extend the business practices of a company by 
itself: ethical agriculture, animal testing, how suppliers treat their employees, pricing 
strategies, how customers are informed about products (e.g. where harmful 
plastic pearls are used in countries where there are no laws that prevent their 
use)(Ataman, M.B., Van Heerde, H.J. and Mela, C.F. 2010).  
Marketing without ethics is a sure recipe for ruining branding image in the coming 
years. When using false followers for influencer marketing, there is always the risk of 
missing real followers among the false ones. Influencers who cannot maintain constant 
commitment with their true followers will soon lose their reputation, which will also 
tarnish the image of their associated brands. (Badenhausen, K. 2012).  
 
 
2.2.6. Social Media Influencers and their Types 
 
 
Mega-influencers are normally big names who through their prevalence can increase the 
value of a product or a service, or benefit and emphatically impact their image and 
social opinion. Those big names can be popular artists, performing artists and 
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competitors with over a million supporters via web-based networking media stages and 
an unimportant effect somewhere in the range of 2 and 5 percent on buyer commitment 
(Cheung, C., Kong, H., Song, H. 2014). Mega-influencers influence the gathering of 
people through distributing explicit substance via web-based networking media or by 
being a piece of important ads. Their effect isn't restricted to deals yet in addition they 
can influence mark mindfulness and the review of an item or a brand name (Djafarova 
and Trofimenko, 2018). Also, Mega-influencers impact purchasers' recognition towards 
the brand however they are not ready to provoke individuals' conduct (Mavrck, 2016). 
At long last, the way that famous people are getting paid for advancing an item or 
enlightening their assessment regarding it, it makes them a less solid and believable 
wellspring of data contrast with alternate sorts of influencers (Djafarova and 
Trofimenko, 2018).  
Macro-influencers are individuals with a mastery in a point or field. They can be 
researchers, writers, experts or bloggers with an explicit field of mastery or intrigue, for 
example, design, legislative issues, sports and so forth. Generally, Macro-influencers 
are considered as pioneers who have some solid qualities.Yet, with just subject related 
conclusion, large amounts of validity, low enthusiasm on making a benefit from 
communicating their assessment and subsequently the can profoundly influence 
customers' supposition and conduct (Kozinets et al., 2010, Mavrck, 2016; Stevens, 
2017). As per Ghrhardt (2018) the extraordinary impact of Macro-influencers on 
shoppers' conduct is identified with their expert information on the explicit issue, their 
validity and dependability. (Baldauf, A., Cravens, K.S., Binder, G. 2003).  
Micro-influencers are the classification that incorporates a lot of individuals who are not 
celebs or specialists but rather they have an exceedingly dynamic connection with 
groups of onlookers of adherents in changed online life stages. As indicated by 
Mediakix (2016) there is a move on organizations' methodology since they will in 
general lean toward influencers with moderately little (< 100.000 supporters) group of 
followers in  contrast with superstars. Those influencers can be YouTubers, 
Instagramers or bloggers, known just from a set number of individuals, and they present 
a more straightforward methodology when they post content in online life (Kaputa, C. 
2012). As it were, micro-influencers are standard individuals who need to pull in 
consideration for individual reasons, they unequivocally express and bolster their 
conclusions and their connection with their devotees is substantially more credible and 
unconstrained (Jerslev, 2016; Marwick, 2016; Khamis, Ang and Welling, 2017). 
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Additionally, micro-influencers normally don't have money related intentions when they 
notice an item or administration, in this manner, they are seen as unique and through 
that they aim believability (Khamis, Ang and Welling, 2016). At long last, the 
relationship that micro-influencers build up their adherents can influence their buy 
choice and additionally their demeanor towards a brand or organization (Jersley, 2016; 
Brown and Fiorella, 2013). 
 
2.3. Impact on Consumers 
2.3.1. Types of Consuming Behavior 
 
 
The Howard and Sheth model: 
Based on this model, the most important elements are four (Dahlen, M., Lange, F. and 
Smith, T. 2010): 
 pulse variables 
 reaction variables 
 hypothetical data and 
 Exogenous variables 
In particular, the pulse variables are distinguished by variables of importance, which are 
transmitted directly through the brand of the products in circulation and are related to 
prices, quality, service, to symbolic variables, which are communicated through Mass 
Communications, and to environment variables. Then the response variables are the 
result of the stimuli and are hierarchized with a kind of variation of the AIDA model in 
the following. (Coomber, S. 2007): 
 caution 
 understanding 
 stop 
 purchase intent 
 market behavior 
The third element, the hypothetical elements, is the individual or psychological factor, 
while the external variables refer to the importance of the market, the personality, the 
social order, the economic situation, the culture and other related elements. 
B) The Engel, Kollat and Blackwell model: 
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According to Engel, Kollat and Blackwell, the three main parts are: 
The stage of the information process, which is the principle of model flow, and in which 
the consumer is exposed to a variety of stimuli. 
The stage of the decision process, which is distinguished from recognition of the 
problem, research, evaluation, election and purchase, and finally. 
Exogenous variables, which, as in the Howard and Sheth model, determine largely 
general influences and ultimately decision making. 
 
 
2.3.2. Need for Recognition Additional Factors 
 
 
The most important determinants that influence the consumer's purchasing behavior for 
goods and services are as follows (Hurrell, S.A.,Scholarios, D. 2014): 
Economic Factors. This group includes financial figures, such as income, asset size, and 
interest rate on loans taken by consumers (households) to buy goods. 
Biological factors. People tend to consume on the basis of their age or gender, or both. 
Social factors. The consumer, apart from a basic economic unit, is also a member of 
society and therefore belongs to a social group such as the family, sports clubs, etc.. 
Cultural factors. Education is crucial to an individual's preferences and behavior. Each 
education contains subcategories that provide a more specific identification and 
socialization of a person. Such subcategories are ethnicity, religion, race and 
geographical area. People are affected by their social environment in at least three ways: 
a) revealing new behaviors and lifestyles; b) influencing the person's behavior and 
thinking; and c) creating pressure to adapt to the fashion that can influence his / her 
purchasing behavior person (Baldauf, A., Cravens, K.S., Binder, G. 2003). 
Psychological factors. People have needs and, to meet them, they have to acquire the 
goods that will allow them to live better. The choices of a consumer's products are 
influenced by four psychological factors that are as follows (Hurrell, S.A.,Scholarios, D. 
2014): 
A) Incitement. A person has a lot of needs during his or her life such as biogenic 
(hunger, thirst) and psychogenic (need for recognition, respect and sense of 
participation). 
B) The perception of a situation affects how an inducement responds. 
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C) Learning. Man learns how to behave. Learning is produced through the interaction of 
sera, stimuli, expressions, answers and aids. 
D) Beliefs and attitudes. Consumer buying behavior is also influenced by beliefs and 
attitudes about politics, religion and food and music. These attitudes are what make 
them dislikes and dislikes as to what to buy. 
Technological and physical factors. With the help of technology, new products are 
created, which can influence the behavior of consumers. Consumer behavior, however, 
can also change with various natural phenomena (e.g. floods, etc.)(Ataman, M.B., Van 
Heerde, H.J. and Mela, C.F. 2010). 
 
2.3.3. Opportunity Cost 
 
Opportunity costs (EA) or alternative cost or real cost of a good are called the quantity 
of another or other goods to be sacrificed to produce an extra unit of that good. Suppose 
we decide to buy a TV. The opportunity cost of the "TV" good includes all the other 
goods we could buy, but we did not buy, e.g. a tape recorder or a computer, because we 
finally bought the "TV". Suppose we dedicate two hours to watch a football match. The 
opportunity cost of the commodity "watching a football match" includes all the other 
things we could do in that time, but we did not, for example, listening to music or 
reading a book because we were "watching the football match". Suppose we cultivate a 
whole field of tomatoes. The opportunity cost of the "tomatoes" good includes all other 
uses of the field that could be made but not made, e.g. to cultivate the field with 
potatoes, because we finally cultivated the field with "tomatoes"(Coomber, S. 2007). 
 
2.3.4. Subjective Factors and Objective Factors 
 
Knowledge as a whole is generally divided into two main categories: Objective 
Knowledge and Subjective Knowledge. The first refers to the knowledge that a person 
really holds (that is, it is actually stored in his memory), while the second one to the 
knowledge he thinks he has. It should be noted that this categorization as well as the 
conceptual explanation is mainly used in the economic sciences, namely in the field of 
investment and consumer analysis. In this field, empirical analysis of these two 
categories is carried out and their quantification in the form of indicators is used to 
compare their degree of influence and their impact on the behavior of investors and 
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consumers respectively in searching for and assimilation of information(Wendell, M. 
2011). 
In particular, as far as consumer knowledge is concerned, surveys conducted over the 
past three decades use mathematical formulas and statistical methods using population 
samples quantifying objective and subjective knowledge as well as their relationship. 
This quantification and its use as a metric is quite useful because it can be easily 
evaluated and compared between surveys. In most of these studies it is concluded that 
consumer behavior is directly influenced by their subjective knowledge and 
comparative relationship with the objective, particularly with regard to the place of 
goods search and their final choice (Moorman et al., 2004 and Carlson et al., 2009). On 
the contrary, the Mishra and Kumar survey (2011), which examines the impact of 
objective and subjective knowledge on the search and processing behavior of 
information (ie alternative valuation) by mutual fund investors, has different 
conclusions. Using a sample of investors, they quantify their two types of knowledge, 
and then, by comparing their results, they have come to the conclusion that, in terms of 
investment behavior, in the field of information retrieval, objective knowledge has a 
positive impact in contrast to subjective, but the difference this can be considered 
negligible. On the other hand, with regard to information processing, subjective 
knowledge appears to have a more positive impact, although the difference with the 
objective remains small. The role that results differently from those of consumers is the 
fact that wrong investment decisions on 'intangible' goods have a greater economic 
impact on users than on 'materials'. Intangible property therefore has different 
characteristics in terms of motivation, process and outcome, making consumer behavior 
surveys not applicable to investor behaviors(Erkmen, E., Hancer, M. 2015). 
 
2.3.5. 4 P’s of marketing 
 
There is often confusion between marketing and other business concepts, especially 
with concepts such as promotion, sales, distribution, etc. Marketing is the overall 
concept. The other concepts are only part of the integrated marketing system. "The four 
elements that make up and form an integral part of marketing are (Dahlen, M., Lange, 
F. and Smith, T. 2010): 
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PRODUCT is the product and it examines: Characteristic benefits of the product, 
quality specifications, packaging, sizes, varieties, product philosophy, product image, 
product inquiries. 
PRICE is the price and looks at: pricing policy, revaluations, discounts, credit policy. 
PLACE is the distribution and examines: evaluation of existing distribution networks, 
choice of distribution networks, selection of outlets, terms of cooperation with 
distribution networks. 
PROMOTION is the promotion and consideration of: choice of communication, 
selection and preparation of promotional campaign, selection and preparation of 
promotional activities, selection of publicity actions, selection of public relations 
actions. 
Product is anything that can be offered in a market for acquisition, consumption and 
attention and satisfies a need without necessity, something tangible, a natural good but 
also a concept The product based on the different concepts is distinguished in:Official 
product, is the natural object offered on the market and is characterized by the level of 
quality, features, style, name and packaging. Core product, is the key benefit offered by 
the seller or requested by the buyer (Baldauf, A., Cravens, K.S., Binder, G. 2003).  
The job of marketing is to sell the benefits of the product and not to characterize it. The 
properties and characteristics of a product lead to the satisfaction of the buyer's need - 
desire. The design and marketing of products or services are aimed at customer 
satisfaction. 
Price is a determinant of the marketing mix. It is considered by many to be the key to a 
free economy. The price of products is affected and influenced by a number of factors 
such as wages, interest rates, inflation, etc. Having a key role in a country's economic 
system, price affects to a large extent supply and demand. Consumer confidence in the 
economy, purchasing power, psychology and purchasing behavior are affected by price 
movements. The importance of the price of a product influences the company's own 
course and the improvement of its economic indicators, even the quality 14 of the 
product itself. On the other hand, consumers often consider the product itself to be more 
important than its price. The importance of the price of a product is also determined by 
the general economic situation. For example, in times when the economy of a state is in 
a very good condition, the price factor plays a secondary role. However, in times of 
economic crisis and recession accompanied by high inflation price is a key factor with a 
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leading role in growth and growth and even sustaining sales of the product itself (King, 
C., So, K.K.F. 2013). 
Psychological factors should be understood by the company's executives. For example, 
in the mind of the consumer there is the thought and the opinion that the price and 
quality relationship are interrelated when they are products that do not have sufficient 
information. Thus, in the perception of the consumer, it has been suggested that a high 
price also means high quality, especially when this concept helps factors such as 
advertising, shop image and other factors of lesser importance. In economics the price is 
the value translated into euros or dollars or brand or any currency(Kanthavanich, P., 
Danbury, A.H., Parrott, G. 2012). 
Distribution is the process the company is doing by getting the product when it's already 
built, ready to place it on the market. This process has peculiarities and there are many 
implementation difficulties. It requires a proper strategy for a successful physical 
distribution of products as well as distribution channels. There is the intermediary 
independent trader, the trader and is the link of the producer or manufacturer to the 
consumer. The principal essential role of the intermediary is to negotiate the market and 
sell the products. The intermediary can be divided into two main categories based on 
ownership ownership of the products, ie ownership titles. The Agent is an intermediary 
who has no title to the products he sells. (Xiong, L., King, C., Piehler, R. 2013) 
Promotion is one of the four P marketing, which is to provide information and 
incentives to the consumer to influence his / her perceptions and behavior and 
ultimately increase sales of the product. The promoter's job is to tell the consumer that 
his company has the right product, which is available at the right place, at the right 
price. Promotion is an important part of the marketing strategy design because it links 
the business with potential customers in the hope of persuading them that the vendor 
has the product they need (Kanthavanich, P., Danbury, A.H., Parrott, G. 2012). 
 
 
3. METHODOLOGY 
 
Questionnaire is a form that includes a series of structured questions, in which the 
respondent is asked to respond in writing and in a specific order. Questionnaires collect 
data asking people to respond to exactly the same set of questions. They are usually 
used in a research strategy to collect descriptive and explanatory data about opinions, 
   
26 
 
behaviors, features, attitudes, etc. Although there are several definitions, we use the 
questionnaire as a general term that includes data collection techniques, where each 
respondent answers the same set of questions in a predetermined order. The main 
advantages of the questionnaires are as follows (Creswell and Plano Clark, n.d.): 
it is more economical, can be sent to a large number of people, it is easy to create and 
use them, respondents can express themselves freely (lack of direct communication). 
The ways of analyzing the material are standardized, the researcher cannot influence the 
answers, is the less time-consuming method. The main drawbacks of the questionnaires 
are as follows: the researcher is not in a position to clarify the open-ended questions, 
obliges the respondent to respond in a specific way. 
The questionnaire is the means of communication between the researcher and the 
respondents, directly or indirectly, depending on the method of data collection. The 
structure of the questionnaire, due to its qualities, is the most critical and delicate task, 
crucial to the success of a statistical survey. In a survey, if an effective sampling plan or 
even the most appropriate data analysis is applied, it is not possible to draw proper 
conclusions if we received incomprehensible answers from an inappropriate 
questionnaire with unclear questions. (Cozby and Bates, n.d.). 
The main types of questionnaires are implemented (depending on the method we apply 
for data collection): a) by mail, b) by telephone, c) by personal interview, d) by internet, 
and e) by direct delivery and receipt. The choice of the questionnaire is influenced by a 
number of factors related to the purposes of the survey. In particular, factors may 
include: the credibility of the answers, related to their significance by specific people. 
Personal interview, telephone communication, internet, etc. provide greater reliability. 
The size of the sample, depending on the purposes of the survey, the breadth of the 
population and the technique chosen, the size of the questionnaire are all important 
variables. Questionnaires can be large and more complex and can be used in personal 
interviews, depending on the time being available, the research funding and the 
availability of interviewers and support staff(Fowler, 2014). 
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4. RESEARCH ANALYSIS 
 
Descriptive Statistics 
Frequencies 
 
 
Gender 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Male 67 67,0 67,0 67,0 
Female 33 33,0 33,0 100,0 
Total 100 100,0 100,0  
 
From the total of 100 participants, 67 of them were male, whereas 33 of them were 
female. Males were the 67% of our sample N and the 33% were female. 
 
 
EducationalLevel 
 Frequency Percent Valid Percent Cumulative Percent 
Valid University 55 55,0 55,0 55,0 
MSc degree 45 45,0 45,0 100,0 
Total 100 100,0 100,0  
 
From the total of 100 participants, 55 of them had a University degree or were studying 
at a University (55%), and 45 of the participants had a MSc degree (45%). 
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Graph of educational level Means of participant. 
 
Age 
 Frequency Percent Valid Percent Cumulative Percent 
Valid 18-22 25 25,0 25,0 25,0 
23-35 44 44,0 44,0 69,0 
36-55 31 31,0 31,0 100,0 
Total 100 100,0 100,0  
 
From the total of 100 participants 25 (25%) of them were between the age of 18 to 22 
years old, 44 (44%) of them were between the age of 23 to 35 years old. The rest of the 
31 (31%) participants were between the age of 36 to 55 years old. 
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Graph that describes the age groups of the participants. 
 
 
Profession 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Historian 10 10,0 10,0 10,0 
Manager 12 12,0 12,0 22,0 
Marketer 31 31,0 31,0 53,0 
Student 47 47,0 47,0 100,0 
Total 100 100,0 100,0  
 
From the total of 100 participants 10 of them (10%) were Historians, the 12 of the 
participants (12%) were managers, the 31 of them (31%) were Marketers, and the rest 
of the 47 participants (47%) were students. 
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Graph that indicates profession of participants 
 
 
Awareness 
 Frequency Percent Valid Percent Cumulative Percent 
Valid a 76 76,0 76,0 76,0 
b 24 24,0 24,0 100,0 
Total 100 100,0 100,0  
 
From the 100 of the participants, the 76 (76%) of them were aware of what is a “Brand 
Ambassador”, whilst the rest of the 24 participants (24%) were not aware of what it is. 
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Pie graph of awareness of the definition “Brand Ambassador” 
 
 
 
 
 
 
Source of Awareness 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Facebook 14 14,0 14,0 14,0 
Instagram 50 50,0 50,0 64,0 
TV 36 36,0 36,0 100,0 
Total 100 100,0 100,0  
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From the 100 participants, after the definition of “Brand Ambassador” was given to all, 
14 of them noted that they were aware from Facebook (14%), 50 of the participants 
(50%) noted that they were aware from Instagram, and 36 of them (36%) had become 
aware from the Television. 
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Questionnaire Answers 
Questions Concerning Beliefs on Influence 
 
 
Descriptive Statistics 
 N Minimum Maximum Mean 
Inf. Q.1 100 1 4 2,32 
Inf. Q.2 100 1 5 2,57 
Inf. Q.3 100 1 4 2,98 
Inf. Q.4 100 2 4 2,83 
Inf. Q.5 100 2 5 3,15 
Inf. Q.6 100 2 4 2,39 
Inf. Q.7 100 2 4 3,32 
Inf. Q.8 100 2 5 3,46 
Inf. Q.9 100 1 4 2,36 
Inf. Q.10 100 1 2 1,63 
Inf. Q.11 100 1 4 2,29 
Inf. Q.12 100 1 4 2,33 
Inf. Q.13 100 2 4 2,64 
Inf. Q.14 100 1 5 3,68 
Inf. Q.15 100 2 5 3,58 
Inf. Q.16 100 1 5 3,30 
Inf. Q.17 100 1 5 2,76 
Inf. Q.18 100 1 4 2,36 
Inf. Q.19 100 1 3 1,72 
Valid N 
(listwise) 
100    
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From the 100 participants, on the first question (Q.1),the participants agreed with a 
mean of 2,32 percent, on the second question the scale on which the participants agreed 
with was 2,57 (mean), on the third question the scale on which the participants agreed 
with was 2,98(mean), on question 4 the scale on which the participants agreed with was 
2,83 (mean), on question 5 the scale on which the participants agreed with was 3,15 
(mean), on question 6 the scale on which the participants agreed with was 2,39 (mean), 
on question 7 the scale on which the participants agreed with was 3,32, on question 8 
the scale on which the participants agreed with was 3,46 (mean), on question 9 the scale 
on which the participants agreed with was 2,36 (mean), on question 10 the scale on 
which the participants agreed with was 1.63 (mean), on question 11 the scale on which 
the participants agreed with was 2,29 (mean), on question 12 the scale on which the 
participants agreed with was 2,33 (mean), on question 13 the scale on which the 
participants agreed with was 2,64 (mean), on question 14 the participants agreed with a 
mean of  3,68 (mean), on question 15 the participants agreed with a mean of 3,58, on 
question 16 the participants agreed on a scale of 3,30 (mean), on question 17 the 
participants agreed on a scale of 2,76 (mean), on question 18 the participants agreed on 
a scale of 2,36 (mean), and finally, on question 19, the participants agreed on a scale of 
1,72 (mean).    
Questions of Awareness of Brand Ambassadors 
 N Minimum Maximum Mean Std. Deviation 
Awa. Q.1 100 2 5 3,50 ,704 
Awa. Q.2 100 2 4 2,85 ,642 
Awa. Q.3 100 2 4 2,78 ,760 
Awa. Q.4 100 1 4 2,68 ,764 
Awa. Q.5 100 1 5 3,61 ,840 
Awa. Q.6 100 2 5 3,12 ,671 
Awa. Q.7 100 2 4 2,87 ,706 
Awa. Q.8 100 1 4 1,77 ,723 
Awa. Q.9 100 3 5 4,07 ,555 
Valid N 
(listwise) 
100     
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From the above descriptive table we are able to observe that, from the 100 participants, 
on question 1 (Q.1), the participants were aware at a scale of 3,50 (mean), with most of 
them being moderately aware of brand ambassadors, on question 2, the participants 
were aware of brand ambassadors at a scale of 2,85 (mean), on question 3 the 
participants were aware of brand ambassadors at a scale of 2,78 (mean), on question 4, 
the participants were aware of brand ambassadors at a scale of 2,68 (mean), on question 
5, the participants were aware of brand ambassadors at a scale of 3,61 (mean), on 
question 6, the participants were aware of brand ambassadors at a scale of 3,12 (mean), 
on question 7, the participants were aware of brand ambassadors on a scale of 2,87 
(mean), on question 8, the participants were aware of brand ambassadors on a scale of 
1,77 (mean), and finally on question 9, the participants were aware of brand 
ambassadors on a scale of 4,07 (mean).  
 
 
 
 
5. ANALYSIS CONCLUSIONS 
 
By the above statistical analysis that was held we tend to certain conclusions. Firstly, 
the means of the score from the awareness questions were at the scale of moderate. 
Which leads to assume that awareness is at a moderate level depending on the media 
used by the participants. Furthermore, we conducted the analysis ANOVA in order to 
notice differences in variations between awareness and influence. No differences were 
found by focusing on gender, so we conclude that gender has no effect on the main 
aspect of influence. The questions that were scoring influence, more specifically, 
positive influence, were all scored at the scale moderate influence. We are obliged to 
stress out, that in the questions of influence (negative), we saw higher scores reaching 
the scale of 4 (A lot). By negative influence we mean the reduced chances of an 
individual actually buying the product or service that was promoted by the brand 
ambassador. This leads us to the conclusion that although there might be a small level 
from ambassadors to the individuals, it is not enough to convince or influence an 
individual to actually become a standard customer. 
In our research we met some restrictions along the way. Firstly, our sample division was 
not optimal. The age differences and the allowed gap cannot possibly give us a clear 
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image of what is actually significant, since, for example, people younger than twenty 
are more likely to be influenced through social media than someone who is aged at his 
late 50’s. Furthermore, we find that gender was disproportionately divided. Women 
participating in our research were significantly less compared to the men that 
participated. Finally, the questions were aiming to a more data collection focused aspect 
that provided us with data that were categorized in a way that they wouldn’t be easy to 
run through statistical tests.  
For future research, we recommend, that firstly, gender is equally divided in the sample 
and according to the age, for instance if we have 2 age groups that are divided to ten 
people to each group, and the males are five in each group, so should be the females. 
Also, we find that there is an unstable age limit, the collection of data with such big age 
crowd, cannot give us results that are concrete. We recommend the use of very strict age 
groups, separately from one another, in order to obtain concrete data, keeping in mind 
the equal gender division, about each group, and then comparing the groups’ data with 
one another. 
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6. CONCLUSIONS 
 
With the globalization of the economy and communication along with the free 
movement of goods, the role of the brand has been strengthened. The abundance of 
consumer goods produced by industries and the numerous services offered make it 
necessary to distinguish between products and services from different businesses. 
Signals, thus, play a part in assisting in the recognition and distinction of the goods of 
one enterprise from those of another. The brand is an important tool in the hands of the 
entrepreneur and the organizations. Apart from the fact that they can distinguish their 
products from those of another company, companies can also use their brands as an 
advertising medium to stimulate the interest of consumers, to attract new clients, and to 
retain the old ones. It is also useful for the consumer by enabling him to distinguish, 
without the risk of confusion, the product of a particular undertaking, and to obtain 
important information about the product, its origin, quality, etc. Types of brandscan 
vary and, depending on different criteria, are categorized. In order to obtain a 
trademark, the applicant must take into account the trade mark laws, which will be able 
to be informed of his rights and his obligations regarding the application, the filing and 
eventually the acquisition of the mark he / she wishes . 
By keeping under consideration the above, it is important to mention that people who 
use social media to make a purchasing decision do so because they can search for 
information at the site and time they choose, find information at a very low cost, and 
why it is easier to find information. Social networking sites include a huge amount of 
information about their products and services that their prospective customers may be 
interested in. Also, social networks are a cheap source of market intelligence that can be 
used by traders to track market problems and opportunities. 
Social media have spread to many areas of modern life, and are actively used by both 
individuals and businesses. This work shows that businesses are using social media as 
an integral part of their e-marketing strategies to make them known to the general 
public and to promote their products and services. 
Regarding the way they choose to advertise their products, it seems to be mainly based 
on photos and videos. However, despite the fact that most of the above-mentioned 
social media tools offer both possibilities, they are almost all limited to using photos. Of 
the five companies, only one hangs up videos on Facebook, Twitter, Google+ and You 
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Tube. Each of the means they use allows the business to monitor the popularity of the 
page and the mobility of the users. Through the statistics available to them, they are able 
to assess their track record in the field of social media and to identify any variations in 
the response of the public. Regarding the public's reaction to the use of social media by 
businesses, it has been observed that there is a strong response. In particular, consumers 
take advantage of all the possibilities of interacting with the business, as they seem to 
declare that they "like", subscribe to pages, make notifications, and post comments and 
messages to managers. 
Regarding the way they choose to advertise their products, it seems to be mainly based 
on photos and videos. However, despite the fact that most of the above-mentioned 
social media tools offer both possibilities, they are almost all limited to using photos. Of 
the five companies, only one hangs up videos on Facebook, Twitter, Google+ and You 
Tube. Each of the means they use allows the business to monitor the popularity of the 
page and the mobility of the users. Through the statistics available to them, they are able 
to assess their track record in the field of social media and to identify any variations in 
the response of the public. Regarding the public's reaction to the use of social media by 
businesses, it has been observed that there is a strong response. Particularly, consumers 
take advantage of all the possibilities of interacting with the business, as they seem to 
declare that they "like", subscribe to pages, make notifications, and post comments and 
messages to managers. 
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8. APPENDIX 
8.1. QUESTIONNAIRE 
 
Dear people, 
My name is Alexios Koutsikas and I am a student of the MSc Program “Strategic 
Product Design”. I’m kindly asking for your contribution to my dissertation by 
participating to the following survey titled: “The phenomenon of Brand Ambassadors 
and Marketing Influencers as a tool for companies and its impact on consumers.” It is 
about a questionnaire that aims to people that use social media platforms and news 
platforms as well as attendance to public events and streaming services. 
 
 
1. Are you aware of Brand Ambassadors? 
a. Yes 
b. No 
 
2. If yes, were from? 
State here:……………………………………… 
 
Brand ambassador influence 
The questions that follow aim on your information on brand ambassadors and what are 
your opinions on them, as well as, where (what platforms). Please circle the choice that 
suits you, the meaning of the scale of choices is given as: 
1=Not at all   2=A bit   3=Moderately    4=A lot   5=Very Much 
 
1 Does a celebrity attract you towards a brand? 1 2 3 4 5 
2 Do you learn of products you use from celebrities 1 2 3 4 5 
3 Do celebrities help you remember and recollect a brand? 1 2 3 4 5 
4 How likely are you to purchase a product that your favorite 
celebrity endorses? 
1 2 3 4 5 
5 How likely are you to try a product endorsed by your favorite 
celebrity 
1 2 3 4 5 
6 How likely are you to actively seek out the product that your 1 2 3 4 5 
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favorite celebrity has endorsed? 
7 Do celebrities give you a positive image on a brand? 1 2 3 4 5 
8 Do you think ads that include celebrities are misleading? 1 2 3 4 5 
9 Do you think ads that include celebrities are persuasive? 1 2 3 4 5 
10 Do you think that these ads are only a source of 
entertainment? 
1 2 3 4 5 
11 Do non-celebrity ads have a better impact on the consumers 
choice? 
1 2 3 4 5 
12 Do you think the success of a brand depend on a celebrity 
endorsing it? 
1 2 3 4 5 
13 Do you think that the celebrities use the products they 
endorse, as well? 
1 2 3 4 5 
14 Do you think a new brand can achieve an elite status if it is 
pointed at by celebrities? 
1 2 3 4 5 
15 Do you think celebrity endorsement is a good way of creating 
brand awareness, as a tool? 
1 2 3 4 5 
16 Do you believe that celebrities create a great Public Relations 
advantage, promotions and opportunities for brands? 
1 2 3 4 5 
17 Do you think celebrities can help revive fading brands? 1 2 3 4 5 
18  How likely would you be to buy a product from a brand that 
was fading, if endorsed by a celebrity? 
1 2 3 4 5 
19 How likely is it for you to buy a product to feel in a way the 
same way like your favorite celebrity? 
1 2 3 4 5 
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Brand ambassador awareness  
Please answer the questions again as they follow, this time answering to how often do 
you encounter brand ambassadors on given platforms. 
1=Not at all   2= A bit   3=Moderately   4= Often   5=Very Often 
 
1 How often do you encounter Brand ambassadors on Social Media? 1 2 3 4 5 
2 How often do you encounter brand ambassadors on the internet? 1 2 3 4 5 
3 How often do you encounter brand ambassadors on TV commercials? 1 2 3 4 5 
4 How often do you follow a brand after encountering a brand 
ambassador? 
1 2 3 4 5 
5 How often do you encounter brand ambassadors on YouTube? 1 2 3 4 5 
6 How often do you encounter brand ambassadors on Streaming Media 
(Twitch TV, Netflix etc.) ? 
1 2 3 4 5 
7 How often do you encounter brand ambassadors from internet 
cookies? 
1 2 3 4 5 
8 When a celebrity hosts an event for a certain brand do you attend to 
it? 
1 2 3 4 5 
9 How often do you encounter celebrities advertising a certain product? 1 2 3 4 5 
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Demographic Data 
3. Gender: 
a. Male 
b. Female 
c. Other 
 
4. Age: 
a. 18-22 
b. 23-35 
c. 36-55 
d. 56 and above 
 
5. Educational Level: 
a. High School-Lyceum  
b. Technical University 
c. University 
d. MSc degree 
 
6. Profession: 
State here:………………………………………… 
 
   
45 
 
8.2. ANOVA BOARD 
 
 
 
Sum of 
Squares df Mean Square F Sig. 
Inf. Q.1 Between Groups ,296 1 ,296 ,332 ,566 
Within Groups 87,464 98 ,892   
Total 87,760 99    
Inf. Q.2 Between Groups 7,422 1 7,422 8,164 ,005 
Within Groups 89,088 98 ,909   
Total 96,510 99    
Inf. Q.3 Between Groups 13,599 1 13,599 11,654 ,001 
Within Groups 114,361 98 1,167   
Total 127,960 99    
Inf. Q.4 Between Groups ,258 1 ,258 ,529 ,469 
Within Groups 47,852 98 ,488   
Total 48,110 99    
Inf. Q.5 Between Groups 1,153 1 1,153 ,978 ,325 
Within Groups 115,597 98 1,180   
Total 116,750 99    
Inf. Q.6 Between Groups 14,866 1 14,866 76,989 ,000 
Within Groups 18,924 98 ,193   
Total 33,790 99    
Inf. Q.7 Between Groups 4,134 1 4,134 5,990 ,016 
Within Groups 67,626 98 ,690   
Total 71,760 99    
Inf. Q.8 Between Groups 1,214 1 1,214 ,904 ,344 
Within Groups 131,626 98 1,343   
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Total 132,840 99    
Inf. Q.9 Between Groups 5,354 1 5,354 5,371 ,023 
Within Groups 97,686 98 ,997   
Total 103,040 99    
Inf. Q.10 Between Groups ,466 1 ,466 1,999 ,161 
Within Groups 22,844 98 ,233   
Total 23,310 99    
Inf. Q.11 Between Groups 18,878 1 18,878 20,172 ,000 
Within Groups 91,712 98 ,936   
Total 110,590 99    
Inf. Q.12 Between Groups 6,394 1 6,394 10,153 ,002 
Within Groups 61,716 98 ,630   
Total 68,110 99    
Inf. Q.13 Between Groups 1,694 1 1,694 4,697 ,033 
Within Groups 35,346 98 ,361   
Total 37,040 99    
Inf. Q.14 Between Groups 4,030 1 4,030 3,535 ,063 
Within Groups 111,730 98 1,140   
Total 115,760 99    
Inf. Q.15 Between Groups 2,794 1 2,794 4,757 ,032 
Within Groups 57,566 98 ,587   
Total 60,360 99    
Inf. Q.16 Between Groups ,037 1 ,037 ,034 ,855 
Within Groups 106,963 98 1,091   
Total 107,000 99    
Inf. Q.17 Between Groups ,000 1 ,000 ,000 ,986 
Within Groups 90,240 98 ,921   
Total 90,240 99    
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Inf. Q.18 Between Groups 8,713 1 8,713 18,433 ,000 
Within Groups 46,327 98 ,473   
Total 55,040 99    
Inf. Q.19 Between Groups ,140 1 ,140 ,361 ,549 
Within Groups 38,020 98 ,388   
Total 38,160 99    
 
Finally, in the above ANOVA board it shown that there is no significant influence of 
the gender of the participants, by focusing this analysis on gender we notice that the 
means and therefore scores of each gender group differ but with no significance.  
 
 
 
 
                                                                                                                Thank you, 
Koutsikas Alexios 
 
 
 
 
 
